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Abstract
This paper examines the impact of trust and information sharing on relationship commitment. Our model is tested using linear 
regression analysis to analyze the data collected from a survey sample of 232 wholesalers, distributors and retailers in Klang 
Valley, Malaysia.  Regression analysis results demonstrate that trust and information sharing significantly influenced the level of 
relationship commitment of the wholesalers, distributors and retailers with their key trading partners. It is proposed that 
improving trust and information sharing between trading partners lead to improved relationship commitment in supply chain 
management.
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1. Introduction
Shared information and trust among trading partners are required for effective supply chain planning and 
successful supply chain integration (Kwon & Suh, 2005).  Information technology (IT) facilitates the transmission of 
information between trading partners resulting in the ability of the suppliers to respond to the changing demand of 
the retailers.  Collaborations between trading partners in information sharing facilitates decision synchronization 
between these partners contributing towards achieving significant business performance (Simatupang et al., 2004).
Integration requires retailers to share proprietary information with the suppliers in order for the suppliers to provide 
better service to the retailers.  
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Although it is an accepted fact that successful integration in supply chain management (SCM) contributes to 
significant opportunities for firms to create strategic advantage (Stock & Lambert, 2001) and achieve significant 
performance (Abdullah & Abdullah, 2012), there is evidence of concern relating to barriers in supply chain 
integration.  Kwon and Suh (2005) postulate that commitment plays an important role in supply chain integration.  
However, few have examined the influence of trust and information sharing on relationship commitment among 
trading partners.  Thus, the objective of this paper is to empirically test the effect of trust and information sharing on 
relationship commitment in a supply chain context of the wholesalers, distributors and retailers.  It is expected that 
the results of this study will provide insights of the effect of trust and information sharing on relationship 
commitment in the retail supply chain.
2. Theoretical background and research hypotheses
Literature related to information sharing, trust and relationship commitment was reviewed.  The conceptual 
framework was developed as shown in Figure 1. We discuss the variables used in this paper and develop hypotheses 
of the relationships of each variable on relationship commitment.
2.1. Trust and relationship commitment 
Theory of relationship commitment states that commitment develops as result of direct and mediating variables 
only (Morgan & Hunt, 1994). Trust and commitment influence successful relational exchanges. Trust is defined as 
one party is confident in the reliability and integrity of an exchange partner (Morgan & Hunt, 1994). Trust plays an 
important role in strategic partnership and requires partners perceive each other as trustworthy (Wilson & 
Mummalaneni, 1988).  Trust influences relationship commitment (Morgan & Hunt, 1994). Relationship 
commitment is the willingness to invest financial, physical or relationship-based resources in a relationship (Morgan 
& Hunt, 1994).  
H1.  There is a positive relationship between trust and relationship commitment.
2.2. Information sharing
Information sharing is the capturing and disseminating of timely relevant information for planning and 
controlling of supply chain operations (Simatupang & Sridharan, 2005). Process integration between buyers and 
suppliers facilitates information sharing (Barrat, 2004).  Information sharing is critical to the efficiency, 
effectiveness and competitive advantage of a supply chain (Stock & Lambert, 2001).  Information sharing of
customer demand between the retailers and key trading partners ensure smooth operations resulting in lower 
incidence of customer service failure due to stockouts (Mentzer, 1999) and improves buyer-supplier relationships 
(Hsu et al., 2008).
H2.  There is a positive relationship between information sharing and relationship commitment.
Figure 1 shows the hypothesized model of the relationships among variables: trust, information sharing and 
relationship commitment.
Fig. 1. A proposed model of relationship commitment
Trust
Information 
sharing
Relationship 
commitment
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H2
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3. Research design and methodology
The research constructs include trust, information sharing and relationship commitment.  A survey was 
conducted to identify the wholesalers’, distributors’ and retailers’ perceptions on trust, information sharing and 
relationship commitment in their business operations with key trading partners. Retailers’ service quality depends 
on the integrations between retailers and key trading partners.  Thus, the relationship commitment between retailers, 
wholesalers and distributors is examined in this paper. The items for each construct were generated through a 
comprehensive literature review.  Seven items were used to measure information sharing which were adapted from 
Cheng et al. (2008) and Simatupang and Sridharan (2005).  Five items were used to measure trust which were 
adapted from Cheng at al. (2008), Kwon and Suh (2005) and Ryssel et al. (2004).  Relationship commitment was 
measured by five items.  These items were adapted from Mohd Roslin and Melewar (2004), Kwon and Suh (2005) 
and Ryssel et al. (2004).  The items were rephrased accordingly to align with business relationships practices of 
wholesaler, distributors and retailers with their key trading partners.  The items were measured on 1 – 7 point Likert 
scales, from “Strongly disagree” (1) to “Strongly agree” (7).
A pilot study was conducted prior to final data collection to evaluate the content and reliability of the 
questionnaire items.  The responses suggested that the questionnaire to be translated from English to Malay 
language as the majority of the respondents prefer to answer the questionnaire in Malay language. The responses 
suggested that all statements were retained.  
The data used to test the hypotheses were collected from wholesalers’, distributors’ and retailers’ perspectives of 
various locations in Klang Valley.  Empirical data from a survey sample were used to assess the instrument’s 
validity and reliability.  In total, 235 questionnaires were returned. Only 232 usable responses were analyzed for this 
research, which comprised of 116 female respondents and 116 male respondents.  Factor analysis and Cronbach’s 
alpha analysis were conducted to identify the reliability of the measurement scales on 232 valid responses for further 
analysis.  Regression analysis was used to test the proposed model.
4. Research results
4.1. Respondent characteristics
A summary of the demographic and characteristic profiles of participating firms is shown in Table 1.  The 
majority of the respondents were retailers (68.5%) while 23.3% were distributors and 8.2% were wholesalers.  The 
majority of owner ethnicity was Malay (75.4%).  The Chinese and Indian respondents comprised of 19.4% and 3.4% 
respectively.  Most respondents have more than 5 years of business relationships with key trading partners (59.5%).  
Table 1. Respondent characteristics
Respondent characteristics No of firms Percentage
Number of responses:
Wholesaler 19 8.2
Distributor 54 23.3
Retailer 159 68.5
Total 232 100.0
Owner Ethnicity:
        Malay 175 75.4
Chinese 45 19.4
Indian 8 3.4
Others 4 1.7
Total 232 100.0
Gender:
Male 116 50.0
Female 116 50.0
Total 232 100.0
269 Zainah Abdullah and Rosidah Musa /  Procedia - Social and Behavioral Sciences  130 ( 2014 )  266 – 272 
Table 1 (continued)
Respondent characteristics No of firms Percentage
Years of business with key trading partners:
Less than 1 year 15 6.5
1 – 3 years 28 12.1
3 -5 years 51 22.0
More than 5 years 138 59.5
Total 232 100.0
Years of  establishment:
1970 -1979 1 0.4
1980 - 1989 13 5.6
1990 - 2000 74 31.9
2001 - 2010 127 54.7
2011 - 2012 17 7.3
Total 232 100.0
4.2. Factor analysis , mean and standard deviation values of items
Purification processes to verify the dimensionality and reliability of each construct include factor analysis, 
Cronbach’s alpha analysis and correlation analysis were conducted for this study.  In the process, no items were 
removed.  Table 2 shows the results of these analyses.
Factors associated with relationship commitment were investigated using measures of trust and information sharing 
which are vital in relationship commitment of the wholesalers, distributors and retailers with their key trading 
partners in the distributive trade.  The factor analysis results showed the loadings of all items were above the cut off 
value of 0.5 stating that discriminant validity of the instrument has been demonstrated.  Principal components 
analysis was employed using varimax rotation on the three variables.  The results of factor analysis indicated that 
the scales loading with eigenvalues greater than 1.0 and above 45 percent of the total variance explained for each 
construct. The Kaiser-Meyer-Olkin (KMO) statistics determines sampling adequacy and the value should be 0.6 or 
above so that data is suitable for factor analysis (Pallant, 2007).  The KMO values of this study were more than the 
cut off value as shown in Table 2, 0.873 and 0.732.    The Bartlett’s test of sphericity is significant at 0.001 level, 
which implying overall significance of the correlation matrix.  
Highest mean for trust (factor 1) was 5.27 (“We are sure that our trading partners want us to benefit from the 
relationship”).  Highest mean for information sharing (factor 2) was 5.19 (“We share delivery schedules information 
with our key trading partners”).  Highest mean for relationship commitment (factor 3) was 5.18 (“Our relationship 
with key trading partners is more important than short term profits”).  Mean (seven-point scale) and standard 
deviation (SD) values for each item are shown in Table 2.
Table 2. Factor analysis results, mean and standard deviation values of items
Variables KMO Eigen 
value
Variance
explained
(%)
Factor 
Loading
Mean Standard 
deviation
Trust (Cronbach’s alpha =  0.701) 0.873 4.351 47.917
Our key trading partners do not make false claims .756 5.00 1.00
Promises made by our key trading partners are reliable .735 4.74 1.03
Our key trading partners are sincere in doing business with us .598 4.92 0.94
Key trading partners are concerned about our problems .588 4.99 1.13
We are sure that our trading partners want us to benefit from the 
relationship
.573 5.27 1.01
Information sharing (Cronbach’s alpha =  0.823) 1.399
We share order status information with our key trading partners .731 5.05 0.99
We share on-hand inventory levels information with our key 
trading partners
.729 4.98 1.04
We share promotional events information  with our key trading 
partners
.726 4.85 1.17
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Table 2 (continued)
Variables KMO Eigen 
value
Variance
explained
(%)
Factor 
Loading
Mean Standard 
deviation
We share demand forecast information with our key trading 
partners
.711 4.65 1.13
We share price changes information with our key trading 
partners
.647 4.81 1.10
Our key trading partners frequently keep us informed of new 
developments
.574 4.87 1.03
We share delivery schedules information with our key trading 
partners
.568 5.19 1.02
Relationship commitment (Cronbach’s alpha =  0.733) 0.732 2.436 48.719
Key trading partners are committed to maintain business
relationship
.778 5.16 0.99
Key trading partners are very loyal to us .708 4.94 1.07
Our relationship with key trading partners is more important 
than short term profits
.675 5.18 1.03
We would not drop key trading partners because we like being 
associated with them
.670 5.12 0.93
Key trading partner firms have made significant investments in 
resources dedicated to their relationships with us
.652 5.01 1.11
4.3. Reliability analysis, correlation analysis, mean and standard deviation results of the variables
The reliability of the questionnaire was measured by Cronbach’s alpha on the variables namely trust, information 
sharing and relationship commitment to establish the internal consistency values (Sekaran, 2003).  Reliability 
coefficients in the range of 0.70 to be acceptable, while those above 0.80 to be good (Pallant, 2007; Sekaran, 2003).
The reliability analysis showed the Cronbach’s Alpha values range from 0.701 to 0.823 exceeding the recommended 
cut-off point of 0.7. This demonstrates that all research variables are internally consistent and have acceptable 
reliability values (Table 3).  
In this study, correlation analysis was performed to investigate the interrelationships among constructs of trust,
information sharing and relationship commitment.  Results of Pearson product-moment correlations analysis and 
reliability analysis are shown in Table 3. The association between measures of relationship commitment was 
assessed using Pearson product-moment correlation coefficient.  The results indicated that trust and information 
sharing were all positively and significantly associated with relationship commitment (r = 0.724, p<0.01; r = 0.573,
p<0.01 respectively).  Relationship commitment was found to be positively related with all variables. Relationship 
commitment had the highest correlation with trust.
The mean values of trust, information sharing and relationship commitment variables: 4.98, 4.91 and 5.08
respectively (on a scale of 1-7).  The wholesalers, distributors and retailers rated relationship commitment as higher 
(5.08) compared with trust (4.98) and information sharing (4.91) (Table 3).
Table 3. Results of Pearson product-moment correlations analysis, reliability test, mean and standard deviations (SD)
Variables Mean SD No of 
items
Cronbach’s 
Alpha
Trust Information 
sharing
Relationship 
commitment
Trust 4.98 0.69 5 0.701 1
Information sharing 4.91 0.74 7 0.823 0.495** 1
Relationship commitment 5.08 0.72 5 0.733 0.724** 0.573** 1
Note:  All the variables were measured based on a 7-point Likert scale.
Significance level: **p<0.01 (2 tailed)
4.4. Regression  analysis 
The hypotheses (H1 and H2) were tested using linear regression analysis with relationship commitment as the 
dependent variable while trust and information sharing as independent variables.   The model was significant (F 
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value = 161.679, p<0.001). The R2 of 0.585 indicates that 58.5 % of the variance in relationship commitment of
wholesalers, distributors, retailers with their key trading partners can be explained by the two independent variables: 
trust and information sharing.
Trust and information sharing had significant positive influence on relationship commitment as perceived by the 
respondents, as the t value is greater than 1.0 and significant at the 0.001 level (Pallant, 2007). The strongest 
predictor of relationship commitment was trust ȕ 584) and followed by information sharing ȕ 84).
Consequently, H1 and H2 were supported by the data. Results of the conceptual framework are shown in Table 3
and Figure 2.
Table 4. Results of regression analysis: relationship commitment as dependent variable
Variables Standardised Coefficient 
(Beta)
T values Significant
Trust 0.584 11.922 0.000**
Information sharing 0.284 5.795 0.000**
R2 = 0.585 Adjusted R2 = 0.582 F value = 161.679 Significance = 0.000**
Note:  Significance level:  **p<0.001
Fig. 2. Results of the proposed model of relationship commitment
4. Discussion and conclusion
The results of this study showed that trust (hypothesis 1) and information sharing (hypothesis 2) positively 
influenced relationship commitment between wholesalers, distributors, retailers and their key trading partners. 
The results of this study are consistent with the findings of Wu et al. (2004).  Wu et al. (2004) revealed that the 
degree of trust and information sharing enhance commitment.  The level of commitment of supply chain partners 
facilitates the integration of the supply chain management business process (Kwon & Suh, 2005).
The results indicated that the influence of trust is more important than information sharing on relationship 
commitment.  This suggests that management should focus on trust among trading partners in order to achieve 
improved relationship commitment.
Since this study confined in Klang Valley only, the findings from this study cannot be generalized to supply 
chain practices in Malaysia.  The model only explained 58.5 percent of the variance in relationship commitment 
among trading partners.  Hence future research should examine other factors besides trust and information sharing in
influencing relationship commitment among trading partners.  Expanding the model in terms of constructs and 
sample size would be highly recommended.  
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